This article explores the activities involved in embedding a small firm in its industrial context. Inductive analysis of longitudinal, case study data collected from a small firm in the creative industries highlights the use of networks and networking as embedding mechanisms. Key emergent themes include the impacts of pre-embeddedness (defined as the sum of all cultural, social and symbolic capital accessible to the founding team prior to business start-up), the vision and network orientation of the founding team and their strategic use of networking. The interplay between these conditions and activities is revealed as important in building legitimacy, which is critical for embedding a firm in its industrial context. This article extends knowledge of embedding beyond the initial phase of new venture creation and highlights the emergent and evolving dynamics behind this process.
Introduction
It has long been recognised that embeddedness in different networks and contexts strongly affects the creation, survival and growth of small firms (Aldrich and Zimmer, 1986; Birley, 1985; Granovetter, 1985) . Accordingly, there has been sustained interest in investigating networking (Greve and Salaff, 2003; Jack et al., 2010) and embedding processes (Jack and Anderson, 2002; Uzzi, 1997) .
1 However, recent studies on the interplay between entrepreneurship and place (Korsgaard et al., 2015) , communities (McKeever et al., 2015) and markets (Ram et al., 2008) demonstrate the need for deeper explorations into the nexus between small firms and the contexts in which they are embedded (Welter, 2011) . Research on small firm networks has, to some extent, developed our knowledge of this relationship (Johannisson et al., 2002; Hite and Hesterly, 2001 ). For example, prior research reveals that industry specific norms can lead small firms to engage in networking activities despite competitive industrial dynamics (Shaw, 2006) .
Furthermore, embeddedness within networks can increase entrepreneurial success by providing access to resources and competitive advantage without significant capital investment (Batjargal, 2003; Hite, 2005) .
Despite these contributions, research on small firm networks has yet to fulfil its potential for advancing our understanding of embedding processes. A focus on network structures and a historic overuse of positivist research approaches have left enduring gaps in our knowledge of the dynamics between small firms and the networks in which they are embedded (Jack, 2010; Slotte-Kock and Coviello, 2010) . Additionally, most studies of small firm networks focus on the personal contact networks of the founding entrepreneurs (Batjargal, 2003; Dubini and Aldrich, 1991; Lechner and Dowling, 2003) , while few consider the involvement of employees and their networks in the embedding process (Maurer and Ebers, 2006; Witt, 2004) . Similarly, there remains limited understanding of the impact of founding conditions and networking activities on embedding processes and firm development post start-up Elfring and Hulsink, 2007; Jack et al., 2010) . While access to resources is a well-documented outcome (Hite, 2005; Sullivan and Ford, 2014) , other aspects of networking are less well understood. Within the small firm literature, the use of networks as an embedding mechanism, the interactions needed to acquire network benefits and the role of entrepreneurial agency in embedding processes remain vague (Grossman et al., 2012; Hoang and Antoncic, 2003; Uzzi and Gillespie, 2002) .
This article addresses these research gaps by exploring the use of networks and networking activities in the process of embedding a small firm in its industrial context. We use social network theory (Mitchell, 1969) and BourdieuÕs (1986) capital theory to frame our analysis. By employing a case study approach and collecting data over an 18-month period, we extend knowledge of embedding beyond the initial phase of new venture creation and evidence its emergent, evolving nature. We advance theoretical understanding of embeddedness by revealing the importance of pre-embeddedness, which we define as the sum of all cultural, social and symbolic capital accessible to the founding team prior to business startup. Furthermore, we highlight the impact of the multiple, combined networks of several team members on the embedding process of an entrepreneurial firm (Maurer and Ebers, 2006; Witt, 2004) . We demonstrate that the combination of a strong network orientation and portfolio of strategically targeted networking activities is integral to this process. Thus, we provide deeper understanding of the role of agency and the effects of micro-level networking activities on embedding processes. Finally, we develop a conceptual model that illustrates the interplay between pre-embeddedness, networking and embedding activities and the ongoing outcomes of these processes.
Following this introduction, we consider the theoretical framing of our study. Next, we provide a description of our methods, including details of the case firm, data collection and inductive analysis. We then analyse and discuss the findings of our empirical study before drawing conclusions and identifying implications for research and practice.
Theoretical Background
Embeddedness Granovetter (1985) convincingly argues that economic theory has adopted an ÔundersocializedÕ approach to human behaviour and that researchers should pay closer attention to both the contexts in which economic exchanges occur and the interactions required to facilitate these exchanges. This perspective has been echoed by a growing number of researchers, who assert that entrepreneurship is Ôintrinsically intertwined with the very fabric of contemporary societyÕ (De Clercq and Voronov, 2009: 395) , that context matters (Welter, 2011; Zahra et al., 2014) and that Ôentrepreneurs are embedded in networks, places and communities which socially frame resources and opportunitiesÕ (McKeever et al., 2015: 50) .
Collectively, this research recommends a greater focus on the dynamic between entrepreneurs and the contexts in which they are embedded (Chalmers and Shaw, 2015) .
Emerging studies have offered mixed but nonetheless important insights into the complexity of contextual embeddedness. Numerous studies illustrate the benefits of embeddedness, including access to resources, information and emotional support (Casson and Giusta, 2007; Ozcan and Eisenhardt, 2009; Slotte-Kock and Coviello, 2010) . Research has also shown that embeddedness can be a liability when social responsibilities supersede economic imperatives: described by Uzzi (1997) as Ôover-embeddednessÕ. Whatever its consequences, embeddedness has proven to have a disproportionate impact on the sustainability and growth of small firms, due to their reduced bargaining power, smaller scale and limited market share (Batjargal, 2003; Hite and Hesterly, 2001 ).
Clearly, embeddedness is significant for small firms (Korsgaard et al., 2015; Parkinson et al., 2016) , requiring deeper examination of the dynamics between these firms and their contexts. Indeed, few studies have empirically investigated this relationship (cf. Jack and Anderson, 2002; McKeever et al., 2015) , as it is challenging to operationalize the concept of embeddedness (Uzzi, 1997) . Scholars have implemented different theoretical lenses to overcome this issue. For example, structuration theory (Giddens, 1984) has been used to study the effects of embeddedness on entrepreneurial processes (Jack and Anderson, 2002) and on network formation (Manning, 2010) . Other studies have drawn on practice theory (Bourdieu, 1977; Schatzki, 2002) to explore how nascent entrepreneurs build legitimacy when entering new markets (De Clercq and Voronov, 2009) and to understand how they acquire resources (Keating et al., 2014) While both of these theoretical approaches acknowledge the duality of entrepreneurial agency and macro-level structures (McKeever et al., 2015; Ozcan and Eisenhardt, 2009) 
Social network theory
Cognisant of the shortcomings of alternative approaches, we draw on Social Network Theory (SNT) to frame our study (Mitchell, 1969) . SNT has a long history of application within the field of entrepreneurship, largely due to its potential for operationalizing embeddedness (Hallen and Eisenhardt, 2012; Phillips et al., 2013) . SNT conceives society as comprising a fluctuating network structure of overlapping relationships which connect individuals, groups and organisations (Vardaman et al., 2012; Wong and Boh, 2010) . As such, it can be used to analyse the networks of differing analytical units, from individual entrepreneurs to entrepreneurial ventures (Shaw, 2006) . Importantly, SNT acknowledges the dynamic between network structures and interactions (McAdam et al., 2014) , which has emerged as a popular, if debated topic within the small business literature .
Building on GranovetterÕs (1973) Ôstrength of weak tiesÕ proposition, some scholars have argued that entrepreneurs benefit from being centrally located within loosely connected networks that comprise mainly weak relationships (Vardaman et al., 2012) . 2 Early studies indicated that embeddedness in looser networks can grant access to greater amounts of resources (Aldrich and Zimmer, 1986; Birley, 1985) .
However, most ventures are embedded within networks containing a variety of weak and strong ties and areas of both network density and structural holes (Burt, 1992; Hite and Hesterly, 2001) . 3 Informed by the findings of empirical studies which challenge the strength of weak ties thesis (Antcliff et al., 2007) , there have been repeated calls for greater reflexivity when considering the benefits of strong and weak ties (Hoang and Antoncic, 2003; Slotte-Kock and Coviello, 2010) . Furthermore, there have been suggestions that both are likely to be beneficial at different stages in the entrepreneurial process (Jack, 2010) .
While studies of small firm networks informed by SNT have advanced understanding of the importance of networks (Jack, 2005; Ozcan and Eisenhardt, 2009; Sullivan and Marvel, 2011) , they have also been criticised for a focus on network structures. A key reason for this is the ease with which network structures can be investigated; they are more readily measured, quantified and analysed (Salancik, 1995) .
Furthermore, network researchers have exhibited a preference for positivist approaches (Jack, 2010, Slotte-Kock and Coviello, 2010) . However, as the field evolves, the benefits of using alternative approaches and qualitative methods for exploring complex entrepreneurial phenomena are increasingly recognised (Suddaby et al., 2015) . In particular, research has demonstrated the value of critical realist (Lee and Jones, 2008) , social constructionist (Karataş-…zkan and Chell, 2010) and interpretivist approaches (Al-Dajani et al., 2015) for understanding networking and embedding processes.
Capital theory
A common theme within much of this emergent research is an interest in understanding the resources contained within small firm networks (Hite, 2005; Kilduff and Brass, 2010; Sullivan and Ford, 2014) .
However, one of SNTÕs shortcomings is a lack of conceptual clarity regarding the specific types of resources that can be accessed through networks. Recognising the importance of both tangible and intangible resources, studies have begun to use BourdieuÕs (1986) capital theory to explore the variety of resources small firms can acquire by interacting with others in their networks. We build on such research (cf. Jayawarna et al., 2014; Karataş-…zkan, 2011; and draw on capital theory to inform our study. Bourdieu (1986) conceives of four forms of capital: economic, cultural, social and symbolic.
Economic capital materialises as financial resources, such as money, and other business assets (both tangible and intangible). In order to generate income, entrepreneurs must usually convert other types of capital into economic capital (Pret et al., 2015) . Thus, it is often described as the most critical asset for small firms (Terjesen and Elam, 2009) . BourdieuÕs (1986) conceptualisation of cultural capital is more complex. He identifies three types: embodied, which refers to personal dispositions; objectified, which takes the form of cultural goods; and institutionalised, which is conceived as educational qualifications (McLeod et al., 2009) . As it encompasses educational background, cultural capital is often compared to the concept of human capital (Becker, 1964) , which has attracted some attention within the small business literature (Davidsson and Honig, 2003; Jayawarna et al., 2014) . Social capital represents all the resources that can be accessed through durable networks of relationships (Bourdieu, 1986) ; it exists within networks and can be acquired and developed through networking activities, such as relationship building (Wilson et al., 2016) . Within the small firm literature, social capital has received considerable attention (Stam et al., 2014) . However, definitions of social capital are debated (Adler and Kwon, 2002; Nahapiet and Ghoshal, 1998) , with research generating mixed results concerning the value of bonding versus bridging forms of social capital (Lee and Jones, 2008; Stam et al., 2014) . 4 Symbolic capital incorporates the signifiers that generate trust and convince others that the economic, cultural and social capital possessed by an individual (or firm) are legitimate and credible (De Clercq and Voronov, 2009; . These signifiers vary in type: they can include customers, partners and investors and can be objectified in the form of awards and public recognition (Pret et al., 2015) . The possession of symbolic capital is critical for entrepreneurs, as its ability to generate legitimacy can have a significant impact on business success (Spigel, 2016; Zott and Huy, 2007) .
Another important aspect of BourdieuÕs (1986) theory is that each form of capital is convertible (Pret et al., 2015) . For example, it might be expected that an entrepreneur with significant experience of working within a particular industry and location will be able to convert this knowledge (cultural capital) into high levels of social capital in the form of networks and contacts (Drakopoulou Dodd et al., 2016) .
We argue that this convertibility is crucial, particularly for a small firm with limited financial resources.
However, empirical studies that employ all four forms of capital are rare (cf. Karataş-…zkan, 2011; Shaw et al., 2013) and research that accounts for their convertibility is at an early stage (Pret et al., 2015) .
Analytical summary
Research has demonstrated the importance of the networks in which small firms are embedded (Jack and Anderson, 2002; McKeever et al., 2015; Schutjens and Stam, 2003) . Networks have been shown to act as a support mechanism that can generate a range of benefits (Birley et al., 1991; Casson and Della Giusta, 2007; Grossman et al., 2012) . However, enduring gaps in our understanding of small firm networks remain, with few Ôdetailed explanations of the content of relations and what actually goes on in and between connectionsÕ (Jack, 2010: 120) . Consequently, we have yet to fully understand how networking activities can be used to support embedding processes. Cognisant of these gaps and of the challenges of operationalizing embeddedness, this article employs SNT and capital theory to explore how networks and networking activities are used to embed a small firm in its industrial context.
Context and methods

Research approach
Recognising the limitations of positivist approaches and quantitative methods for investigating small firm networking and embedding processes (Jack, 2010; Slotte-Kock and Coviello, 2010) , we adopted an interpretivist perspective and undertook case study research (McAdam et al., 2014) . Interpretivist research rejects the ontological separation of reality and consciousness and, instead, seeks to comprehend individual perspectives on social phenomena (Al-Dajani et al., 2015; Pret et al., 2015) . Interpretivist approaches are gaining traction within entrepreneurship research (cf. Lam and Harker, 2015; Lewis, 2015; Zou et al., 2016) , as they allow researchers to explore various dimensions of phenomena and processes as they unfold (Cope, 2011). As such, they are particularly well suited for getting Ôclose to where things happenÕ (Steyaert and Landstršm, 2011: 124) and for acquiring rich empirical descriptions (Berglund, 2015) . It is important to note that the value of interpretivist research cannot be judged according to positivist criteria such as reliability, objectivity and generalisability (Leitch et al., 2010) .
Thus, we are explicit about our research design to demonstrate its Ôcredibility, transferability, dependability and confirmabilityÕ (Lincoln and Guba, 1985: 189) .
Our study adopted a single case design, informed by the collection of qualitative data from multiple sources (Karataş-…zkan, 2011; McAdam et al., 2014; Phillips et al., 2013) . Entrepreneurship discourse has increasingly recognised the benefits of case study research when investigating complex, real-life phenomena (Chetty et al., 2014; Ozcan and Eisenhardt, 2009) . Case studies are particularly useful for exploring the dynamic between entrepreneurship and networks (Hallen and Eisenhardt, 2012; Jack et al., 2010; Lechner and Dowling, 2003) . As Witt (2004) argues, a shortcoming of existing network studies is their focus on individual founders. Thus, we decided to select the small firm, rather than the founder, as our unit of analysis. By adopting a single case design, we were able to gain detailed insights into the effects of the multiple, combined networks of several team members on the embedding processes of an entrepreneurial firm.
Creative industries context
There are several reasons why the creative industries are compelling sites in which to explore networking and embedding activities. Firstly, there is significant evidence of the particular importance of networks for firms within creative industries (Shaw, 2006; Townley et al., 2009) . Secondly, prior research has highlighted the collaborative and supportive nature of networking behaviours in certain creative industries (Drakopoulou Dodd, 2014; Pret et al., 2015) . This suggests that the creative sector may reveal more examples of successful embedding than other, more aggressive industries. Furthermore, creative industries make significant contributions to national economies (United Nations Development Programme, 2013).
In the United Kingdom, the creative economy accounts for 2.5 million jobs (over 8% of total employment) and provides a range of economic, social and cultural benefits to the country (Department for Culture,
The case firm
This study investigated DoArt, a small arts marketing agency located in Glasgow, Scotland. DoArt operates as a regional audience and marketing research agency, working for a range of arts organisations spanning the private, public and third sectors. Clients pay project fees or annual subscriptions for a package of research intelligence, marketing training, networking events and strategic consultancy, all relating to the marketing of the arts. Over the course of 18 months following its establishment, DoArt grew from a team of three to six. However, the small size of DoArt obscures the large and complex networks of relationships the firm developed over time. As a result of earlier studies of the creative industries in Scotland, we were familiar with DoArtÕs founder, Emily, who has been an active member of the creative community for over 20 years. This enabled us to negotiate privileged access to the firm and its employees. Table 1 provides an anonymised overview of participants, detailing their roles and responsibilities at DoArt.
--INSERT TABLE 1 ABOUT HERE --
There are several reasons why DoArt was considered an ÔinstrumentalÕ case that warranted investigation (Stake, 2000) . As creative businesses are typically small in size and embedded in complex networks of relationships (Antcliff et al., 2007; McLeod et al., 2009; Townley et al., 2009), we anticipated that the collection of data from a creative firm would be fruitful in advancing understanding of networking and embedding processes. Furthermore, due to the extensive prior experience and reputation of its founder, DoArt was more likely to succeed at becoming embedded within the industry and thus provide rich examples of this process. Finally, our familiarity with the creative industries in Scotland facilitated access to other key actors who were connected to DoArtÕs staff and therefore able to provide additional insights into their practices.
Data collection and analysis
We investigated the behaviours and experiences of participants over 18 months. This allowed us to gain a longitudinal perspective of their networking and embedding activities. Thus, our study addresses the call for research that investigates networking processes over time (Hoang and Antoncic, 2003; Slotte-Kock and Coviello, 2010) . Working in pairs, we conducted a series of two to three in-depth interviews, in intervals of four to nine months, with each participant on the premises of DoArt. 5 Interviews lasted between one and three hours and provided large amounts of rich empirical data. Initial interviews were unstructured, allowing us to build rapport with participants and to collect significant background information (Cope, 2005) . Subsequent interviews adopted a semi-structured format, focusing on how and why participants initiated, developed and maintained relationships over time. This enabled us to follow up on emerging themes (Patton, 2002) . Interviews were recorded and transcribed verbatim to allow the systematic analysis of data. We collected observational data during board meetings, networking meetings and other company events. We also examined company documents, including annual reports, brochures and flyers. Accessing a range of different sources helped increase the confirmability of our study (Lincoln and Guba, 1985) .
Analysis of data was carried out following the principles of interpretative phenomenological analysis (Cope, 2011) . Working independently, we read and re-read interview transcripts, observation notes and other documents to familiarise ourselves with the data (Pret et al., 2015) . Using the constant comparative method to consider data across participants and sources (Silverman, 2000) , we identified several emerging themes, which we then discussed. As Gartner (2007) highlights, individual interpretations of the same piece of text can differ, which is why such a collaborative approach is beneficial. Next, we developed interpretive case summaries, which we shared with participants to gain their perspectives and which we used to inform our ongoing analysis (Cope, 2005) . Finally, we
ÔrecontexualizedÕ our findings by comparing them to arguments in the extant literature (Marlow and McAdam, 2015: 800) . This abstraction process involved moving iteratively between existing theory and our data to gain a higher level of conceptualisation (Edmondson and McManus, 2007) . Appendix 1 illustrates how we moved from our raw data to the first order concepts and second order themes and provides abundant empirical evidence to substantiate our arguments. Three core themes emerged during the analysis process. They relate to (1) embeddedness prior to business start-up, (2) networking and embedding activities during firm growth and (3) networking and embedding outcomes.
Findings Analysis
Based on the analysis of participantsÕ perspectives (see Appendix 1), we developed the conceptual model presented in Figure 1 . It captures the three main dimensions involved in the process of embedding a small firm in its industrial context and acknowledges the interplay among them.
--INSERT FIGURE 1 ABOUT HERE --
Pre-embeddedness: capital distribution of team members
The findings of this study illustrate the importance of the founding teamÕs capital distribution for embedding a nascent firm in its industrial context. DoArt benefitted from the various forms of capital that the founder, Emily, provided and from her recruitment of a founding team possessing complementary experiences and valuable networks. These features were instrumental to the speed with which the firm became embedded within ScotlandÕs creative industries.
Prior to establishing DoArt, Emily acquired over 20 years of experience working in ScotlandÕs creative industries (cultural capital) and developed an Ôimportant contact bookÕ (social capital) that enabled her to start her own firm. When Emily asserted that Ôwe are quite lucky in one sense, because of my previous job roles Ð certainly within the City Council, I know a few peopleÕ, she downplayed both the number and the influence of these contacts within the sector. Many of them were responsible for managing large budgets earmarked for supporting creative businesses in Scotland. Emily revealed that, before setting up DoArt, she had been assured of three sizeable contracts with separate arts organisations. This assertion initially seemed at odds with the mandate that all publicly funded bodies put bids out for competitive tendering (Vincent, 2005) . However, there is evidence to indicate that, when a firm has an existing relationship with a contractor, it is more likely to secure available business funding (Shaw, 2006; Uzzi, 1997) . This was the case for Emily and the contracts she secured. Emily was so well connected (social capital); had such relevant experience (cultural capital); and was so respected as a credible leader of a creative firm (symbolic capital) that she was convinced she would be awarded these contracts. This demonstrates that, in certain cases, multiple forms of non-financial capital are required to generate economic capital in the form of contracts (Pret et al., 2015) . By securing these Ôpromises of fundingÕ,
Emily was assured that she would acquire the economic capital needed to form a founding team and start her venture. Describing her recruitment of this team, Emily explained that she used three criteria:
Ôrelevant knowledge and expertiseÕ; Ôa similar outlook and valuesÕ to her own; and Ôestablished contacts within the industryÕ. Using these criteria, Emily appointed Cristie as Audience Researcher and Dorothy as Audience Developer (see Table 1 ).
EmilyÕs creation of an all-female founding team was not deliberate, yet it reflects a degree of homophily (McPherson et al., 2001) . However, her focus on ensuring a diversity of skills served to overcome limitations associated with homophily, including overestimating the benefits of marked similarities (Ruef et al., 2003) . In fact, EmilyÕs recruitment decisions suggest that she was aware of the advantages of combining homophily, including its potential for greater trust and understanding (Phillips et al., 2013) , with the advantages of functional diversity. Furthermore, as Cristie and Dorothy had not previously worked together, their recruitment helped bridge structural holes in the firmÕs network (Burt, 1992; Hite and Hesterly, 2001 ). By selecting employees with different backgrounds, Emily also reduced the likelihood of over-embeddedness (Uzzi, 1997 (Jack and Anderson, 2002; McKeever et al., 2015; Schutjens and Stam, 2003) . We extend this perspective by arguing that symbolic capital can be similarly location-dependent, as symbolic resources lose their value outside of the contexts in which they are accepted and considered to be significant (Zott and Huy, 2007) .
Networking and embedding activities
While the capital distribution of founding teams is instrumental in the initial positioning of nascent ventures, further activities are required to continue the embedding process post start-up (Hite, 2005) . To date, few empirical studies have examined these ongoing activities. As such, there remain gaps in understanding regarding continuous embedding processes, particularly those relating to the use of networks as embedding mechanisms and the interactions needed to access network benefits (Ahuja et al., 2012; Hoang and Antoncic, 2003) . This study therefore investigated the networking activities that DoArtÕs founder and team pursued to access resources and achieve embeddedness for the firm.
Throughout DoArtÕs early development, it was apparent that everyone involved in the firm prioritised networking as a way of establishing connections, securing resources and, ultimately, achieving
EmilyÕs ambitions for the firm. From its inception, a commitment to networking had been championed by Emily, who explained that Ônetworking is in our DNA, if we cannot network, we cannot get the intelligence that gives us our USP [unique selling proposition]Õ. Over time, this commitment permeated to all employees, as illustrated by Jennifer, the firmÕs new Marketing Executive:
We do it [networking] quite a lot informally. Chances are, most weeks Emily is out there lobbying, attending meetings all the time. Between us, we are always attending training courses, events, even social events, just to raise our profile because we are quite a young company, so it is kind of on our agenda to make sure we are communicating as much as possible.
As her employees Ôbecame more established, gained experience and built relationshipsÕ, EmilyÕs ambitions and intentions for DoArt evolved. She articulated that she wanted DoArt to be Ôpositioned as the agency that is associated with the GovernmentÕs need to know anything about the impact of the arts on audiences, on peopleÕs lives, on audience behaviourÕ. To realise this intention, Emily undertook the strategic decision to widen the scope of DoArtÕs activities and increase their visibility by Ôpositioning DoArt across more marketsÕ (Mairi). A key mechanism for further embedding DoArt within the Scottish creative sector was to extend the firmÕs portfolio of services by creating an industry-wide network and hosting dedicated networking events for industry members. Emily elaborated that, Ôwhen we got into it, people were looking for research and networking ... The market has plenty of training courses É but what you cannot get is the glue in betweenÕ. Dorothy revealed that the strategic use of conferences hosted by DoArt helped realise EmilyÕs goal of linking diverse stakeholder groups:
Our conference É looked at how audience development is not just something for the arts but also for heritage, tourism, education and the commercial sectors. The main objective was to encourage communication and networking between these five sectors É how all these are intertwined and how we should work [with them].
Team members also displayed careful planning of networking activities, manifested in clear demarcations of strategic, tactical and operational networking tasks allocated across staff according to their roles. This approach emerged as a key theme across several interviews, as illustrated by Miranda:
Emily does a lot of the communicating with a certain level of people, so she is always with the Chief Execs. É Cristie and Dorothy are more the managerial and I am on the sort of officer/assistant level. It might not seem obvious to everyone but that is definitely the way it works in terms of our relations with certain people.
Cristie explained the reasoning behind these tactical behaviours:
Those at Chief Exec level only want to speak to Chief Execs Ð anyone lower and they say, ÔWhatever!Õ Emily has to do communications quite often to Chief Execs because you have got to be really specifically targeted at whatÕs hitting their buttons.
These comments support the interpretation that there was a clear division of networking activities within DoArt, with staff directing their interactions towards others holding similar positions in their firms (Hanna and Walsh, 2008) . This tripartite approach was also observed at events organised by DoArt and during time spent at their premises. Interestingly, the demarcation of networking activities also represented one of the biggest challenges for Emily and the firm. As several network partners insisted on interacting with her alone, Emily was unable to delegate some operational responsibilities, which restricted her ability to Ôthink about the bigger pictureÕ. This highlights that embeddedness in an industry can restrict the abilities of individuals to devolve or share responsibilities with team members (Maurer and Ebers, 2006) . Emily to yield some of her responsibilities. This was one of the many outcomes of the networking and embedding activities we identified in this study, as discussed in the next section.
Outcomes of networking and embedding activities
We found that DoArtÕs approach to networking activities accrued a number of benefits (see Figure 1 and Appendix 1). Firstly, the variety of networks in which Emily and her team embedded the firm ensured that DoArt maintained a diverse mix of strong and weak ties at all levels (Davidsson and Honig, 2003; Granovetter, 1973) . As suggested by Hite and Hesterly (2001), we recognised a shift in the type of ties that the firm developed over time. During the early stages, the venture relied almost exclusively on the strong ties of the founding team, which included family members and the board of directors. A growing number of weak ties, primarily consisting of clients, investors and members of professional and public bodies, were then added to the network (Elfring and Hulsink, 2007) . This process greatly enhanced the social capital available to the firm. Similar to prior research (Birley et al., 1991; Larson, 1992; Sullivan and Marvel, 2011) , we found that the most valuable resource these connections provided was access to information, which we consider a manifestation of economic capital, as it is a business asset that can readily be transformed into money. Accessible information ranged from competitorsÕ recruitment decisions (operational) to software innovations that allowed tracking of audience attendance (tactical) and new government initiatives that encouraged audience development in areas such as music and dance (strategic).
By hosting dedicated networking events, DoArt was able to meet a range of actors from across ScotlandÕs creative industries on a regular basis (Witt, 2004) This was also reflected in DoArtÕs management of networking activities, which ensured that all members of staff were made aware of the need to strategically use interactions to Ôraise the profile of DoArtÕ (Jennifer) and Ôdemonstrate value addedÕ (Miranda).
A further benefit that DoArt accrued from its creation of an industry-wide network was the accumulation of symbolic capital. Building on research which highlights credibility as an important precursor to resource acquisition Zott and Huy, 2007) , this study found that organising dedicated networking events is an effective mechanism for enhancing a firmÕs standing and legitimising its operations. Moreover, by achieving a leading position within the creative industries in Scotland, DoArt ensured that its chances for continued development and prosperity were markedly improved. Their newly formed connection to the Scottish Government, for example, provided DoArt with invitations to tender for large, creatively significant contracts and inclusion on approved tendering lists.
Furthermore, by establishing a network that supported the development of the creative industries across Scotland, DoArt created considerable goodwill among industry members.
Through organising dedicated networking events, DoArt also affected the structure of the industry. As Emily and her team assumed the roles of brokers within their network, they were able to (re-)distribute valuable resources, such as the information they received from their clients, to advance their own interests (Birley et al., 1991; Stam, 2010) . The more frequently DoArtÕs customers used its services and shared their knowledge, the stronger the firmÕs bargaining position and influence became within the creative industries. Over time, DoArtÕs team was able to gain a leading position within the sector and shape emerging connections between members (Vardaman et al., 2012) . These findings contribute to an understanding of the dynamic between entrepreneurial agency and network structures (Hallen and Eisenhardt, 2012; Jack et al., 2010) , by highlighting the effects of networking activities (agency) on industry structures.
Furthermore, we found that the power to influence the creative sector in Scotland extended to employees who joined DoArt over a year after its establishment, despite their lack of previous experience and reputation within the industry. New staff members were able to leverage the symbolic capital accumulated by the founding team and co-workers to build their own reputations and meet the strategic needs of the business (Wong and Boh, 2010) . This reveals that, once a firm has gained legitimacy through the embedding process, the social and symbolic capital it possesses benefits all employees regardless of their prior embeddedness in the sector. As such, our study advances knowledge of the impact of legitimacy on new venture growth (Lounsbury and Glynn 2001; Zimmerman and Zeitz, 2002) and demonstrates that symbolic capital can be shared within an organisation in a similar manner as has been observed for social capital (Aarstad et al., 2010) .
Discussion
Despite Aldrich and KimÕs (2007: 148) insistence that Ôa theory of entrepreneurship and social networks must encompass the entire life cycle of new organizationsÕ, there are few studies of the ongoing effects of embeddedness for firms, post start-up Hite and Hesterly, 2001; Jack et al., 2010) .
The longitudinal nature of this study enabled analysis of dedicated networking activities over time and provided valuable insights into the outcomes of these practices. It highlighted that embedding processes are not restricted to the period of new venture creation, but instead are ongoing and shaped by the evolving strategic intentions of a firmÕs founder and management team.
Our findings address acknowledged research gaps concerning the impact of founding conditions and the implications of multiple, combined networks of founding teams on embedding processes (Jack and Anderson, 2002; Maurer and Ebers 2006; Witt, 2004) . DoArt benefitted from the complementary experiences (cultural capital), various established networks (social capital) and prior reputations (symbolic capital) of the founding team, all of which combined to ease its entry into ScotlandÕs creative industries. The empirical evidence presented suggests that a more holistic understanding of this phenomenon can be developed by extending the concept of embeddedness to include pre-embeddedness.
We define pre-embeddedness as the sum of all cultural, social and symbolic capital that is possessed by founding team members prior to business start-up. Our study demonstrates that strong pre-embeddedness facilitates the favourable positioning of a nascent venture within its industry. As such, pre-embeddedness is a firm-level construct that provides an indicator for the potential success of a new business.
Our findings concerning DoArtÕs networking and embedding activities post start-up contribute to contemporary debates in the entrepreneurship literature. It is acknowledged that there are few rich descriptions of networking processes and interactions (Jack, 2010; Slotte-Kock and Coviello, 2010) . The detailed descriptions presented in this article are valuable in this respect, as they add empirical weight to conceptual discussions of networking activities (Ahuja et al., 2012; De Clercq and Voronov, 2009; Nahapiet and Ghoshal, 1998) . Our study also reveals that, as the ambitions for a firm evolve, staff may employ networking as a main instrument for achieving their strategic objectives (Miller et al., 2007) . The demarcation of networking activities that we uncovered appears similarly strategic (Hanna and Walsh, 2008) . Drawing from capital theory, we interpret this demarcation as a consequence of the varied amounts of cultural capital that team members possessed.
Furthermore, this article advances a deeper understanding of the use of networks as embedding mechanisms (Johannisson et al., 2002; Ozcan and Eisenhardt, 2009 ). While prior research has identified how certain network dimensions, such as tie strength and network centrality, can lead to particular benefits for large firms (Lechner et al., 2010) , relevant knowledge of small firms is limited. This study highlights the importance of active engagement in networking activities for small firms (Obstfeld, 2005) .
By focussing on such activities, DoArtÕs founder and her employees were able to generate positive networking effects and to increase their firmÕs embeddedness in the industry. However, our study also reveals that embeddedness in an industry can restrict the ability of founders to devolve responsibilities to team members. As such, our findings demonstrate one of the challenges of embeddedness, which has not received adequate attention to date (Batjargal, 2003; Elfring and Hulsink, 2007) . Furthermore, our study illustrates that, as a firm grows in size, the founderÕs importance to networking activities does not necessarily decrease (Maurer and Ebers, 2006) .
Unlike other studies that highlight the importance of developing strong ties (BrŸderl and Preisendšrfer, 1998; Jack, 2005; Steier and Greenwood, 2000) , we discovered that, following start-up, DoArt benefited more from its weak ties. We found that these ties primarily provided the firm with economic capital, in the form of operational, tactical and strategic information (Birley et al., 1991; Larson, 1992) . In order to manage its large network of existing weak ties, DoArt decided to host networking events for the entire industry (Stam, 2010) , which enabled them to reach out to large numbers of industry players simultaneously (Elfring and Hulsink, 2007; Steier and Greenwood, 2000) . Our study reveals that, by hosting these events for a diversified group of participants, DoArt was able to gain a brokerage position within the industry network. In line with Stam (2010) , we found that prior experiences and skills (cultural capital) allowed DoArtÕs team to effectively exploit this brokerage position by linking network members and redistributing resources to advance their own interests. While network research has emphasised the influence of structure over agency (Aldrich and Kim, 2007; Ozcan and Eisenhardt, 2009), this study offers an alternative perspective which highlights the effects of networking and embedding activities (agency) on industry structures. Furthermore, our study reveals that, by supporting the development of the whole industry, a firm can accumulate symbolic capital and create considerable goodwill among industry members. As Suchman (1995) points out, such Ôdispositional perceptions act as a kind of capital reserveÕ (p. 596), which a firm can draw upon to sustain its standing in the community.
As such, our study advances understanding of the utility of non-economic forms of capital (Pret et al., 2015) , emphasising the ability to store symbolic capital and gradually deploy it over time.
Conclusion and implications
This study makes a number of contributions to knowledge concerning networking activities and their role in the process of embedding a small firm in its industrial context. While prior experience (cultural capital) and the networks of founding entrepreneurs (social capital) have been identified as enabling factors in new venture creation (Davidsson and Honig, 2003; Jayawarna et al. 2014) , the effects of varied founding conditions on embedding processes remain unclear (Elfring and Hulsink, 2007) . Furthermore, few studies examine the influence of the multiple, combined networks of founding teams on embedding processes (cf. Maurer and Ebers 2006; Witt 2004) . This study advances understanding of these factors and of the use of networks as embedding mechanisms.
Firstly, findings regarding DoArtÕs founding conditions demonstrate the importance of preembeddedness (defined as the sum of all cultural, social and symbolic capital accessible to the founding team prior to business start-up). Secondly, this study highlights the value of cultural and symbolic capital, which has largely been overlooked (exceptions include: Lee and Shaw, 2016; Pret et al., 2015) . Based on longitudinal observations of networking activities, this article provides new insights into the ways in which founders and their employees practise networking and access the benefits contained within their networks over time. In particular, we find the creation of industry networks and the hosting of networking events to be instrumental for further embedding a firm within its industrial context and for achieving its evolving strategic intentions. These activities are proven to be cost-effective mechanisms for managing a large network of primarily weak ties (Elfring and Hulsink, 2007; Steier and Greenwood, 2000) . Our findings also illustrate that hosting networking events can help a small firm develop its reputation (symbolic capital) and thus substantiate its claims of legitimacy and attract new clients (economic/social capital).
This study reveals that the demarcation of networking activities according to existing hierarchies within the sector can help a new venture comply with industry norms (Hanna and Walsh, 2008) .
However, we also discover that this process can negatively affect a firmÕs owner by limiting her ability to delegate operational duties in favour of managerial activities. Furthermore, we show that high levels of pre-embeddedness and well-honed networking practices allow a new venture to gain a brokerage position within an industry network (Stam, 2010) and accrue advantages, including credibility and legitimacy
De Clercq and Voronov, 2009; Larson, 1992) . These findings contribute to a deeper understanding of the role of entrepreneurial agency in the process of embedding a small firm in its industrial context (Elfring and Hulsink, 2007; Ozcan and Eisenhardt, 2009 ). Specifically, the empirical evidence presented highlights that networking activities (agency) can affect broader industry structures by linking members and (re-)distributing valuable resources among them. Thus, it is more accurate to conceive of embeddedness as a fluid process influenced by individual agency and evolving industry structures rather than a fixed state of being.
It is important to note that the case study approach of this study inhibits generalisability (Cope, 2011; Lewis, 2015) . While it is likely that the findings discussed will reflect the experiences of other small, young firms in the creative industries, their broader application cannot be assumed. More structured research and investigations in other contexts are therefore needed to confirm our findings. A second limitation relates to the selection of DoArt as a special case. We found that DoArt possessed high levels of pre-embeddedness and that all members of staff were committed to networking as a key business practice. Acknowledging that Ônot all emerging firms are equally endowed in terms of initial network connections and [that] these differences matterÕ (Hite and Hesterly, 2001 : 283), we recommend that future studies explore embedding as experienced by firms with less favourable starting conditions.
Such research is likely to reveal further insights into the role of entrepreneurial agency and its impact on the direction, speed and extent of embedding processes.
Furthermore, it would be interesting to investigate the degree to which new members of staff can acquire the reputation of a firm and its employees. Our study found that symbolic capital could be shared among staff members in a similar fashion as social capital (Aarstad et al., 2010) . Thus, we propose that future research examine such capital sharing practices in more detail. It should also be noted that, as our case firm remained micro-sized (employing less than 10 people), the influence of the founder was not markedly diluted over time. However, as Maurer and Ebers (2006) suggest, as a firm grows in size, it can become challenging for founders to ensure that multiple networking activities remain well integrated.
Accordingly, we suggest that future studies investigate how firms deal with the networking difficulties that can arise as a consequence of sustained growth.
It has been argued that a limitation of network research in entrepreneurship is the inability to offer practical advice to entrepreneurs (Witt, 2004) . The findings of this study contribute in this respect by suggesting that, when establishing their firms, entrepreneurs will benefit from locating new businesses within industries and locations in which they possess a large degree of pre-embeddedness in the form of cultural, social and symbolic capital. To increase the chances of venture success, entrepreneurs should also seek to recruit founding team members according to the amounts of non-financial capital available to them. Furthermore, our findings highlight the positive effects of networking activities. To date, networking advice has concentrated on recommending that entrepreneurs carefully consider which networks they join and how much time they invest in networking activities. We suggest that entrepreneurs and their team members consider networking as a business practice that should be aligned with the evolving strategic intentions of the firm. Finally, we propose that founders and their teams will benefit from informing themselves about industrial and regional norms and from ensuring that their networking activities conform to these conventions. If applied correctly, networking can be an effective means for embedding a firm and developing it as a credible and legitimate player within its industrial context.
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4. ÔThe Òbridging viewÓ of social capital argues that entrepreneurs with large, diverse, and weakly connected personal networks identify more novel opportunities but face difficulties assembling resources to exploit them É [while] the Òbonding viewÓ of social capital maintains that entrepreneurs with small, cohesive personal networks composed of strong ties can more effectively mobilize resources around new projects but lack access to fresh ideasÕ (Stam et al., 2014: 155) .
5. We were only able to conduct one interview with Miranda. ÔWhen I was at the É meeting with all the other arts organisations, it was a networking opportunity É an opportunity to promote DoArtÕ (Miranda)
Service Promotion
ÔThe economic summit they have every year, it is a networking meeting É I find elements of it really uncomfortable but when it is genuine, I É do create genuine relationshipsÕ. (Emily) Relationship Development ÔWe have been networking and getting people together at different events, like our conference, everyone knows each other better É there is a bit more camaraderie now and supportÕ. (Dorothy) Fellowship Building
Hosting of Networking Events
ÔAll the sort of imagery and promotion that we had for it [event] showed how these sectors are intertwined and how they should work together É arts, heritage, education, tourism and commercialÕ. 
